incorporates the strategies in recycling or with recycled content, reduced packaging or using less toxic materials to reduce the impact on the natural environment is known as Green products or eco-friendly products (Elkington, 1999) . There is a growing interest among the consumers all over the world for protection of the environment. The green consumers are the main motivating force behind the green marketing process. It is their concern for environment and their own well being that drives demand for eco-friendly products, which in turn encourages improvements in the environment performance of many products and companies ( Sudir Sachdev,2011) . FMCG sector is a considerably large sector in the economy which has to open their eyes on ecofriendliness. The FMCG sector is one of the growing industries that concern about the green marketing issues (Ramanakumar, 2012) . Green marketers can attract customers on the basis of performance, money savings, health and convenience or just plain environmental friendliness, so as to target a wide range of green consumers.
Objectives:
1. To study the market awareness of eco-friendly FMCG products. 2. To analyze the consumers" perception towards eco-friendly FMCG products. 3. To find out the consumer willingness to pay more for eco-friendly FMCG products. Hypothesis:
1. H1: "There is a significant relationship between product quality and consumer perception towards ecofriendly FMCG product". 2. H2: "There is a significant relationship between price and consumer perception towards eco-friendly products".
Research methodology: Research design:
The study is empirical in nature as the study aims to find out the consumers" awareness and perception towards eco-friendly FMCG products. The study is carried out with a survey through a structured questionnaire.
Data collection technique:
Collection of data for the purpose of the research study is in the form of primary data and secondary data, as the study being empirical in nature. Primary data is collected through the face to face interview with the help of structured questionnaire. Secondary data is collected through website published articles; focus group transcript, news paper and relevant journals etc. mainly to highlight the conceptual analysis of eco-friendly products.
Designing the questionnaire:
Questionnaire is designed in such a way that there are several questions included for studying the objectives of the research. The questions includes firstly on the demographic factors of the respondents, secondly on the awareness towards eco-friendly FMCG products, thirdly on the consumer perception towards the product and lastly at the consumers" willingness to pay more for eco-friendly FMCG products. The questions are designed on the basis of close ended and Likert Scales which have five scales like strongly agree, agree, undecided, disagree, strongly disagree is used for the study.
Sampling design:
The sampling technique involved is convenient sampling. Convenience Sampling is a non-probability sampling technique where subjects are selected because of their convenient accessibility proximity to the researcher. This sample is used because it allows the researcher to obtain basic data and trends regarding his study without the complications of using a randomized sample. This sampling technique is also useful in documenting that a particular quality of a substance or phenomenon occurs within a given sample. Such studies are very useful for detecting relationships among different phenomena.
Sampling size of the study:
The sample size considered for the study is 60. The respondents are selected from the district of Mysore.
III.
Data Analysis And Interpretation:
1. Age of the respondents: Age is an important factor in arriving at a good decisions and implementing the decisions. The respondents are classified into four groups viz, below 25, 26-35, 36-45, above 46. 
Gender
Gender has been classified into two groups viz. male and female. From the table 2, it is clear that 71.7% of the respondents are male and 28.3% of the respondents are female. The majority of respondents are belonging to male category.
Education :
It is classified into two groups" viz. under graduation and post graduation. 
Status:
It is classified into 5 groups viz, Students, Employee, Self Employed, Professionals & Other 
Family size:
The size of the family was studied under four different categories. They are less than 3, 4members, 5members and More than 5 in a family. The above table 5, clearly shows that 6.7% of the respondents are having family size of less than 3 members, 46.7% of them are having 4 members, 28.3 of them are having 5 members, and 18.3% of the respondents are having family size of more than 5 members.
Annual income
Income is an important factor because each and everything is based on income. The respondents" income is studied under four different categories they are less than 50000, 50001-100000, 100001-150000, and more than 150001. 
The table 6, shows that 3.3% of the respondents are having annual income of less than 50000, 1.7% of having 50001-100000 income, 25% of them are having 100001-150000 income, 70% are having income more than 150001.
Level of awareness
It is very important to know the level of awareness towards eco-friendly FMCG products. The table reveals that nearly 21.7% of the respondents are completely aware about eco-friendly FMCG products, 66.7% of the respondents are somewhat know about the topic and remaining 7% are not aware about the eco-friendly FMCG products. Going through this question we came to know that 78.3% are aware that their purchase eco-friendly FMCG products will contribute to sustainable future. Nearly 83.3% of the respondents have stated that as a consumer they considered its effect on the environment while making the purchase decision. From this table we came to know that nearly 68.3% of the respondents will consider their purchase ecofriendly FMCG product is correct from the environmental point of view. Going through this question we came to know that 65% of the respondents consider their product and its package are designed to be recycled before making a purchase decision. But 35% of the respondents will not consider their product and its package are designed to be recycled. Nearly 71.7% of the respondents stated that their purchase decision changes when they see the label of a product eco-friendly. But 28.3% of the respondents said that their purchase decision will not change when they see the product eco-label. It is stated that nearly 68.3% of the respondents easily identify the eco-friendly FMCG products in the market. But 31.7% of the respondents stated that there is lack of information in identifying eco-friendly FMCG products. Nearly 58.3% of the respondents stated that there is enough information about eco-friendly FMCG product. But 41.7% of the respondents said that there is lack of information about eco-friendly FMCG products while buying the product. It is stated that 88.3% of the respondents consider the quality/performance of eco-friendly FMCG product is better than conventional product. Nearly 96.7% of the respondents agree that the price of eco-friendly FMCG products is supposed to be high. Nearly 56.7% of the respondents are willing to pay 1-5% more for eco-friendly FMCG products, 5% of the respondents are willing to pay 6-10% more for eco-friendly FMCG products, only 1.6% of the respondents are willing to pay 11-20% more for eco-friendly FMCG products and non of the respondents are not willing to pay above 30% more for eco-friendly FMCG products. From the table 18, it is clear that nearly 40% of the respondents are agreed with the statement "Are ecofriendly FMCG products are good for environment", 35% of the respondents are agreed with the statement "I want to preserve the earth from the pollution, 48.3% of the respondents said that eco-friendly FMCG products are healthy, 38.3% of the respondents said that they understand the information on eco-friendly FMCG product, 30% of the respondents said that they pay attention to eco-friendly advertising, nearly 46.7% of the respondents believe in the eco-friendly advertising, 18.3% of the respondents said that it is not easy to identify the ecofriendly FMCG product but 38.3% of the respondents agreed with the statement, 48.3% of the respondents agreed with the statement " I recommend eco-friendly FMCG products to my friends/family, 60% of the respondents satisfied with eco-friendly FMCG products and nearly 53.3% of the respondents agreed with the statement " I am proud about the eco-friendly FMCG product".
